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In the last years researchers have recognized that customers use smart technologies 
more and more and this has changed their shopping experiences. However, it is 
believed that the academic literature does not succeed to identify the influence that 
smart technology can have, in relation to customer experience and dynamic. This is 
why this study is based on consumer behavior literature in respect to the adoption of 
technology, by explaining and also evaluating the ability of learning commitment to 
drive the participation of an individual, but its inability to influence in this way their 
behavioural intention. The implementation of this research is based on the 
quantitative method which is twofold, so that can be understood and evaluated the 
perceptions for the role of smart technology on the dynamics and the experience of 
modern customers and also the experience of business owners. The results and 
implications that are included in our study, is to be understood the factors that affect 
customer dynamics, customer experience and businesses when the use of smart 
technology is performed. 
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Preface 
The rapid proliferation and also the implementation of smart technologies (e.g. 
wearables, tablets and smartphones) is becoming accepted from all over the world by 
all humans and not only by young people who firstly adopted this trend. In this 
context, we can mention that a technology is referred to as ‘smart’ when it is an 
electronic system or device that there is an internet connection and used in an 
interactive way. In this way people in our era have the chance to experience efficient 
and successful products provided by various organizations. This trend has resulted in 
various ways in consumers expecting targeted, more responsive, and equally efficient 
services from other businesses and retailers. It can be noted that retailers have 
embraced the concept of customer experience management, with many incorporating 
the notion into their companies and organizations mission statements. Equally, is 
believed that retailers globally, including Europe, are aware of the modern possibilities 
and chances that smart technologies have to offer in their retail environment. Based 
on these data in this study, emphasis is given on the presentation of the perceptions of 
91 participants for the influence of smart technology on the   consumer’s dynamics 
and experience.  
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Introduction 
Nowadays, the rapid development of technology, the global socio-cultural changes 
resulting from globalization, the innovations and achievements that change the way 
business operates and processes every day, and the global financial crisis, have led to a 
radical change in business operations. All this contribute to the creation of a constantly 
changing and highly competitive environment. Under these circumstances, it is vital for 
modern businesses and organizations to recognize and adapt to new data, as 
implementing the same marketing strategy and management strategy over a long 
period of time could be disastrous (Blackwell et al, 2001).  
In this current condition of business competition and consolidation of information, the 
role of the internet is very crucial. More and more people are turning to the internet 
not only for information search and entertainment, but also for shopping products and 
services. This trend has been fully understood by the business world. Thus, the last 
years more businesses use the internet as a marketing tool. There is no doubt that the 
adoption of the technology and tools it offers creates modernized methods that have 
many benefits for businesses. The marketing using the Internet, presented in literature 
as the web marketing, online marketing, digital marketing or internet marketing / e - 
marketing, is a broad term that includes promotional services, products and activities 
via the internet (Sriram et al, 2016).  
  
Marketing can be considered essentially a basic business process that aims to 
development, organization and monitoring the communication, the distribution, and 
the exchange of products/services between the company and customers, suppliers and 
distributors. With market research as the most important tool, marketers aim to 
combine the products or services that the company produce and offers with potential 
customers who need or desires them. Another vital goal is to perceive rapidly the 
needs and desires of consumers and to create products/services with these features 
and properties, so that they can be informed or provided to the market by distribution 
channels at the price they are worth (Pfeifer & Carraway, 2000).  
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Recurring sales is another important marketing goal mainly with regard to consumer 
goods. This is why companies are trying to build a long-term relationship with their 
customers. This relationship offers high value to the products it sells and is often worth 
more than its competitors' same items. This shows how important the competitive 
advantage of the company is, meaning that the company and the products which 
provide are preferred over the competitors. All that has been said, lead to the creation 
of strong relationships with customers and the development of the customer loyalty 
and therefore to repeat sales (Kim & Kim, 2004). 
The evolution of technology has contributed to the creation of the internet which 
consists of thousands of different networks that are interconnected worldwide. In the 
past terms like digital marketing and e-commerce were unreadable and no one could 
have imagined that whatever they wanted was on the internet and they could buy it at 
any time from any place. (Sriram et al, 2006).   
The idea of using the Internet as a means of selling products, exchanging information 
and paying has gradually evolved through the implementation of marketing, sales and 
promotion strategies by online retailers. In recent years it is known that new 
technology has changed the way consumers behave and the day-to-day operations of 
the business. Most consumers search and buy on the Internet and they can be 
immediately informed about new products or services. Most companies now use the 
Internet not only to increase their sales through product sales, but also to manage 
their inventory, a difficult process that has made the use of technology much easier, 
even for communicating with suppliers and distributors. Based on these data, the main 
topic of this study is to understand how intelligent technology can affect the dynamics 
and experience of the consumer, with the use of questionnaires and also on the part of 
business owners about their appearance on the internet. Especially in this study has 
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Structure  
The structure of this study is presented below: 
Chapter 1: This chapter focuses on the e-commerce and the e-marketing and analyze 
the data which concerns the development of them.   
Chapter 2: In this chapter is analyzed and also evaluated the role of smart technology 
on customer’s dynamics and experience. First of all, is presented the use of smart 
technology and in addition is studied the theme of customer’s dynamics and 
experience and mainly the role of smart technology on their development.  
Chapter 3: In the third chapter is presented the methodology of this study, giving 
emphasis on its methodological framework, sample and also research tool. 
Chapter 4: The theme of this study is the presentation of the results of this study and 
also their discussion. This study is completed by the presentation of the needed 
results, which can be used as stimuli for the further study of this theme.  
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Chapter 1 -  THE ROLE OF E-COMMERCE 
The end of the 20th century is characterized essentially by a rapid progress of various 
sciences with a focus on computer science and in the last years its base financial 
development are current technologies and the most important is the internet, which is 
growing very fast consecutively. These modernized technologies have expanded across 
the sector of the economy and have integrated into peoples’ every day life. In this way, 
this creates an international society of information and there is a variety of 
opportunities for evolvement, employment, competitiveness, prosperity and a high 
level of quality of life. Electronics markets are one of the most significant new 
technologies and new fields that has been created because of the evolution of the 
internet. (Park & Kim, 2006). For this reason, the role of e – commerce and e – 
marketing are analyzed below. 
1.1 The development of E-Commerce 
The Internet is a web of millions of interconnected computers which in this way 
extends globally and many users enjoy its services. It can be considered a "Global 
Electronic Village", where "the inhabitants" regardless of color, religion, age and 
nationality share information and freely exchange views from social and  geographical 
borders. The Internet is presented as a network of networks computers. These 
networks can be created if many computers are linked one another. A network can be 
existed because of (Park & Kim, 2006): 
 the effort to use remotely the services offered by someone  network computer 
 computer users can communicate with each other 
A set of rules called a networking protocol define show network computers 
communicate with each other. Many believe that e-commerce refers only to the 
market and selling services and products over the internet. E-commerce involves 
essentially much more than electronic financial transactions between organizations, 
businesses and the consumer public (Sultan & Winer, 1993).  
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Based on the ECA (Electronic Commerce Association) many researchers believe that e-
commerce is carried out by using technology of informatics and telecommunications 
and it also fills any form of administrative transaction or information exchange. In 
addition to trading, e-commerce includes others support activities, such as product 
advertising, service customers and their management. Another definition of E-
commerce, is that it is a set of business strategies, which can support specific fields of 
business and permit specific practices. These can be achieved via the use of 
technologies, the processing of commercial methods with the help of different 
electronic tools (Khalifa & Liu, 2004). 
 Web makes e-commerce a cheaper means of execution οf business activities 
(economies of scale) and allows as a result the greater diversification of activities. By 
replacing processes with electronic tools and using information in modernized and 
dynamic practices, electronic trade can speed up orders, delivery and payment 
products and services, while reducing its operating costs business as well as the cost of 
maintaining stocks. The technologies that are used for e-commerce applications are 
included all types of e-messaging, e-Data interchange, e-Funds transfer, e-mail and in 
many cases electronic service directories, shared databases and guides, market and 
endorse for the entire life cycle of products, electronic connection, access to 
information services, electronics publications, electronic payroll, information services 
and electronics news via the Internet, as well as other types of electronic transmission 
data for commercial purposes (Blckwell et al, 2001). 
 Based on national and global literature, e-commerce is considered one of the 
best practices to trade products or services. Social media, mobile commerce, progress 
in e-commerce development and other digital applications, have all contributed to an 
e-commerce revolt. Another thing that makes e-commerce so vital, is that for a firm 
the design of an e-commerce website is one of the most popular option as it help them 
with the online sales and transactions. 
E-commerce website main advantage, is that people have the chance to buy products 
and services without going to a physical store and compare it to a normal website, 
where users just search information for different products and do not have the 
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opportunity to purchase them. That is why, seeking right e-commerce website 
development modern companies are considered as an important step required to by 
the customers. The e-commerce development company is the only one representative 
of the whole company to the customers; hence, we can mention that any 
shortcomings and destructive attitude, influence the operation of modern companies 
(Constantinides, 2004). 
 Since the last decades many researchers emphasize that e-commerce has 
turned into an important source of the development of competitive advantages, which 
is explain the fact that managers change companies’ procedures and even also rethink 
the business partners’ relationships. A lot of researches resulted that, E- Commerce is 
useful to increase efficiency in supply chains, which leads to a successful partnership 
with their suppliers and customers. Also, it decreases transactional costs. Specifically, 
very important is the role of Business-to-Business (B2B) e-commerce (Constantinides, 
2004).  The term B2C refers in many cases to e-commerce conducted between 
business and consumers also known as the term “business to consumer”. The Business 
to Consumer category corresponds to retail commerce and is the most widespread 
type of e-commerce. In this category belong all the e-commerce applications that 
aimed at selling goods directly to consumers. The development is presented essentially 
due to the development of the World Wide Web and payment technologies via the 
Internet. The consumer can be connected directly to their computer Internet provider 
without the involvement of any other intermediary service. All the transactions are 
completed electronically and drastically in real time outside from some cases where 
there may be intermediaries. In our era there are presented various malls all over the 
Internet which offer the consumers all types of consumer products, such as books, 
clothing, furniture, electronic devices, food etc. which can buy without leaving their 
home thus, saving valuable time (Curtin, 1982). 
 
 The first companies to invade e-commerce were IT firms which established a new 
market through the Internet and offered electronically all kinds of software, as well as 
upgrade services and technical support. Consumers have the opportunity to find many 
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information from the websites of many different firms and buy products by using 
credit cards and receive them immediately.  
 E-commerce, despite the advantages mentioned above, presents risks to the 
unsuspecting consumer. The probable presented risks mainly concern issues of data 
security, validity information etc.  E-commerce is mainly the evolution of traditional 
commerce. Because in the operation of it there is no direct supplier contact and for 
consumers are naturally presented some disadvantages, related to traditional trade. 
One of them is that no money is used in many cases during the transaction. Other risks 
are used instead of this transaction payment methods, the so-called electronic 
payments. Of course, we can mention that the issue of their safety is highlighted in 
these practices of online payments. In any transaction, even in physical ones markets, 
there may be serious risk (Broderick et al, 2006). Therefore, is believed that the 
consumer should face the risks logically and with prudently and not negatively and 
with fear, because this will leave them out of procedures which benefit all those 
involved, regardless of their role in the understanding the role of Digital Marketing and 
its development in modern financial environment. The significance of e- marketing is 
analysed in the next section.  
1.2 The role of e - marketing 
E-marketing is all about the use and the implemantation of the internet and new 
technologies, in order to accomplish different marketing objectives and to support 
various modern marketing ideas. E-marketing, which has different names such as, 
internet marketing, web marketing or online marketing, is a sequence of steps of how 
to promote or advertise products and services via Internet. More specifically, it can be 
mentioned that, marketing take an advantage of its technology, so the efficiency can 
be increased and transformed the marketing strategies as business models can be 
created, that can increase the creation of the value for the consumer (Darling, 1993).   
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In particular, it gives emphasis on the below  (Egan, 2008) : 
 the conception of business ideas, services or products 
 the distribution 
 the promotion 
 invoicing  of new products/services or ideas, as to create exchanges that all the 
stakeholders of a business will be satisfied.  
In addition, e –marketing can be defined as the effort  to facilitate and exchange ideas, 
products and services that meet the needs of customers and byers. One of its 
characteristics, is the opportunity to have personalized products or services 
(Constantinides, 2004).  The internet is not operated for bulk marketing and bulk 
shopping. Especially, e – marketing Is adressed to people with specific desires, needs, 
profiles and habits. We can also mention that through the internet, organizations can 
move from bulk marketing in many cases to bulk personalization. Therefore, all of the 
products in their web pages are according to the needs of their customers. It is a fact 
that mass personalization, via the internet, can be done through some marketing 
strategies that are analyzed below (Darling, 1993): 
1) The technology – push strategy. This is a marketing strategy where the user is 
directed on its own in the information or product with main interest. 
2) the technology – pull  strategy.  In this case, the user express their need and 
these information can be received. That is to say, the consumer gather 
information from a product and then express their requirements about it.  
Through the internet, the firms receive feedback from their consumer desires and this 
has an outcome to the creation of more personalized products or services. Therefore, 
we can mention that businesses and consumers can be benefited from personalized 
services, which save both money and time (Darling, 1993).  
It is evidenced that the e-customer management relations are one of the most 
significant operations of digital marketing. In addition, it is believed that management 
systems provide the framework for integration, development and execution of 
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effective and successful practices in customer-related activities. Generally, the 
customer - centered strategy is very important for the successful development of 
business and the internet greatly enhances its role within it, developing in this way the 
role of e- marketing in moden financial environment (Constantinides, 2004).  
 In many researches, traditional marketing methods are relatively costly in 
comparison to e-marketing methods, which are cheap. Thus, firms can attract a higher 
number of customers in relation to small fractions sizes of traditional advertising 
budgets. The nature of the medium allows to consumers to seek and buy products and 
services of their choice. Furthermore, businesses have the opportunity to attract 
consumers with fast results and also being capable of measuring statistics fast and 
with low cost. The objectives of a company define how effecient are the marketing 
campaigns. Also, another advanatge is that e-marketing campaigns can be monitored 
and controlled.  In addition, advertisers can use various practices, giving emphasis on  
pay per impression, per click etc (Durman et al, 2011). 
We can also mention that, merchants are capable of identifying what kind of 
promotions and messages draw more the attention of consumers. With the online 
marketing practices, the user just simply visit a website and click on ads and this help 
the campaigns to measure their results immediately saving in this way valuable time. 
(Curtin, 1982).  
E-marketing in last years  is growing faster than other types of media, as the 
internet can offer a greater degree of responsibility for their advertisers. As many 
researchers emphasize, marketers and their customers are becoming more and more 
experts of the need to measure the synergistic benefits of marketing (Egan, 2008).  
Results of Multichannel Marketing can be difficult to be identified, but it is one 
important part of ensuring the value of media campaigns. Internet advertising services 
are very dynamic and  growth in recent years, at national and global level.  Generally, 
there are many e-service companies and most of them are classified in the wider 
advertising industry, or choose to be operated as  IT and website development firms as 
well as new media agencies. The  comparative advantages of online marketing services 
over those provided through traditional media (television, newspapers, radio and also 
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the dynamic penetration of the internet in our country) increase their demand services 
under consideration (Ferrell & Hartline, 2002). The role of e- marketing is very 
important and this is why emphasis is given in the next chapter on the evaluation of 
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Chapter 2: THE ROLE OF SMART TECHNOLOGY ON 
CUSTOMER’S DYNAMICS AND EXPERIENCE 
 
As it has been presented in the introduction, the focus of this study is based on the 
effort to help scholars, retail managers and also policy makers to gain an effective 
understanding of the concept of customer dynamics and experience by the use of 
smart technologies. Therefore, in the below sections are presented the specific 
characteristics of the smart technology and also its role on the customer’s behaviour.  
2.1 The use of smart technology and the creation of smart consumers 
There is no longer any doubt that new technology is now one of the most important 
business resources and an important source of creation of their competitive 
advantage. In our era the new information technology and computers creates 
completely new data that translates as new products and services for consumers and 
new business challenges. There are many examples: e-commerce, global bases data, e-
marketplaces, transactions, etc. The spectacular thing is that modern technology 
information and especially the Internet did not link exclusively to the viewing 
department, but in the whole marketing mix, thus radically transforming it traditional 
concept of physical production, distribution, promotion, service client, etc. (Fietz, 
1995).  
In last researches is presented that not all smart tech consumers are created equal. 
Each household has its own specific needs and individual homeowners also have 
various tastes and preferences. The connected home market is not a homogeneous 
one, so it is extremely important for service providers who are considering offering 
smart home services, to have a clear understanding of whom their potential customers 
are, as well as what they want and need in our era. Despite the economic crisis of last 
years, tablets and smartphones are becoming more and more popular devices among 
consumers and the internet is part of their daily lives. In this way, rapid technological 
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advancements have led to the emergence of smart services and the creation of smart 
consumers (Egan, 2008). 
It is generally accepted that the retail industry is very competitive as there are so many 
stores that can offer the same product. This combined with the economic crisis of the 
recent years, has led many retailers to try to keep their shops alive in the market every 
day. In order to succeed it, they must quickly recognize the needs of people and adapt 
immediately to these changes, using their right resources in the appropriate 
department (Khaled & Ahmad, 2010). Therefore, they have monitor the customers 
who are not afraid to try new things and adopt new habits and have an entire 
knowledge of the market as they are usually the unique consumers who influence the 
opinion of others and create a new trend in the market. Unexpectedly, however, 
studies focus on the evaluation of such unique customers which indicates that 
companies find it difficult to keep up with these changes (Egan, 2008).  
Website design has emerged essentially as an additional factor in conducting the 
sector of online shopping. The design features of the website influence in many ways 
the consumer decisions. Modern researchers believe that the presentation of home 
pages can be considered an important prerequisite of customer satisfaction. Other 
factors are generally reasonable support, product features, information features and 
technological features. Very important is also considered the role of the factors that 
make the various commercial websites popular. As it is believed, a high daily hit rate is 
strongly influenced by the series of updates that is done on the website during the 
previous quarter. Various links to other websites were found to also attract traffic 
visitors. In this way, it was found that improved product lists had an effect sales in a 
significant way, as they significantly enhanced their promotion, corresponding 
products and goods (Limayem et al, 2000). 
Particularly an important factor for motivating the consumer to conduct electronics 
buying from a website is the duration of its browsing on it.  Very important can be 
considered the study of  Chen  &Chang (2000), in which are analyzed the factors that 
affect the duration of visits on various websites in 2000, coming in this way to 
interesting conclusions. 
  -15- 
For these researchers is believed that, when topics added value to web ads, the time 
that customers spend on a website is increased. Also, the web interaction had adverse 
effects during the visit. An explanation that has given about it is that people who are 
often web visitors can grow more effective navigation plans and search strategies than 
those who are not often web visitors. Therefore, the ones who experience the web 
continually, are the ones who do not spend a lot of time on websites. (Yang et al, 
2010). 
In addition, Broderick & Demangeot (2006) studied how they perceive consumers 
navigate an online environment. Both in traditional and in online shopping in addition 
to the useful value of acquiring products, is given emphasis also on the aesthetic value. 
Pleasant and entertaining sites cause during it purchasing navigation positive mood 
and affect in this way the attitude and involvement navigator increasing the likelihood 
of approaching products. However, online shopping environments are considered 
generally smaller risks for experience and require technological skills in order to be 
successfully explored. Although they can be perceived by many senses, they are 
interactive and they have properties immersion that can lead to developing 
experiences. These experiences can be in this way a source of differentiation and a 
competitive advantage for the operation of modern company. The empirical elements 
of web sites can be made more visible than their useful elements and therefore can be 
explained the constant academic interest (Broderick & Demangeot 2006). 
We can also mention that smart consumers in the digital era, are the ones who are 
active in different roles and statuses and they completely differ from the traditional 
ones regarding their consumption and everyday life. Furthermore, they acquire a lot of 
experience, as well as, knowledge of market that is enough to advise businesses or 
peer consumers about dissatisfaction and about improvement (Egan, 2008).  
We can also mention that smart consumers have various identities and they do many 
things online. Some of them that are worth mentioned is that they exclusively share 
the information about goods, they observe updates and sometimes they collect 
opinions. Smart consumers are considered in this way, active Omni-shoppers who 
want to move seamlessly across channels, expecting in this way an integrated and also 
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a consistent service or experience. Many researchers emphasize that smart consumers 
are open to sharing various information with companies so that they can receive 
benefits, giving emphasis on tailored promotions and offers. (Park & Kim, 2006). 
Therefore, are analyzed below the perceptions of modern researchers about the 
consumer’s dynamics and experience through the use of smart technology.   
2.2 Customer’s Dynamics 
 
Individuals who buy products for personal consumption and also all the actions that 
have to do with the decision procedures is called consumer behaviour. It is about 
customers’ behaviour when they decide to purchase a product and use it for their daily 
life in order to satisfy their desire. (Khalifa & Liu, 2007).   
It is noted that merchants, in order to find what customers expect, they should give an 
emphasis on their buying behaviour, as well as, collect and evaluate their data. This is 
very significant, because they will understand the decision of people to purchase 
products and what consumers like and dislike. Therefore, sellers will be able to design 
goods based on their study and eventually promote it to the market. (Kim & Kim, 
2004). 
Consumer buying behaviour studies are organized about the parameters which 
concern what do consumers buy, why do they buy, when do they buy, how often do 
they buy etc. It is very vital to examine the way they think about many brands and 
their expectations and wills, when they come to electronic products and gadgets. 
Consumer decisions vary based on the type of purchasing decision. The complex and 
costly purchases are likely to require more thought than side of the buyer and more 
participants (Park & Kim, 2006). 
It is a fact that consumers needs and desires determine their preferences and 
behaviour. We have to mention that people's needs and desires are created by various 
factors, such as age, income, professional, marital status or the country who live. In 
addition, in many cases an important element is the contacts and the relationship 
formation with companies or learning experiences. All of the above change constantly 
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and quickly resulting in changing in the same way their preferences and behaviour. 
This explains why consumers are dynamic. Every business can be benefit or damaged 
from these changes, it depends on how quickly it will understand them and how it will 
manage them. This changing environment can affect the operation both business-to-
customer (B2C) and business-to-business (B2B) commerce. (Citrin et al, 2000).  
It is essential managers to study the variation of the needs and expectations of the 
customers. In this way, they will have in mind that as they grow the needs to develop 
the dynamic variation. It would be very beneficial for companies devise consumers into 
segments and analyse them. (Egan, 2008).  
As we mentioned, the needs of consumers are changing rapidly and in different 
directions. Therefore, even placing them in a segmentation with common features, it is 
possible for them to develop different options. Regarding the consumer dynamic 
behaviours, very important can be considered the effort to define the term of 
consumer’s dynamics. Especially, consumer dynamics can be presented as temporal 
changes created and operated in consumer attitudes and behaviours (Ahmadinia & al, 
2015) 
Over the years, a lot of researchers studied and analyzed the consumer dynamics. 
Their research led them to the development and implementation of various models. 
Despite this effort and in conjunction with papers, the findings have not been 
adequately evaluated. (Leeflang et al. 2009). Understanding and explaining of this term 
with historical data in mind but also with a future approach, are considered very 
important for sector of businesses. Generally, the incredible amount of data that is 
constantly appearing in different ways have evolved marketing models into consumer 
dynamics. In this way, the models help a lot in understanding the consumers and their 
behaviour (Citrin et al, 2000).  
In our recent era, the evolution of technology and its capabilities offer the richest and 
most accurate data related to consumers. Moreover, continuous efforts are made to 
collect data, related to the operation of modern companies. With these data, 
researchers have been able to understand to a large extent how consumers’ behaviour 
change in different areas. Also, Smart technology such as smartphones, the social 
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networks and the modern way of life have greatly changed the needs of consumers. It 
is believed that various trends push companies to perceive changes and seek for 
answers more quickly and in this way to adapt to the needs of even the smallest 
groups of people (Ahmadinia et al, 2015). 
Very important can be considered the research of Nguyen &Barrett (2006), in which is 
examined  the intention of companies to adopt technology-based practices using data 
collected from a sample of 144 export firms in Vietnam. Based on their data, we can 
mention that the role of market orientation is very important on the intention of 
customers to adopt the applications of technology when mediated in this way by 
perceived usefulness (Nguyen & Barrett, 2006). 
For other researchers important is the connection among behavioural intentions of 
customers towards the theme of technology adoption and their level of commitment 
towards the design and the operation of websites. Authors related trust held by an 
individual in this way with the behavioural intention of customers to understand and 
evaluate essentially customer retention and in addition customer decision-making 
strategies. (Osinga et al, 2010). 
We can also mention that in the effort to reflect the dynamics of consumers in 
empirical research, it would be useful to mention and understand the factors that lead 
consumers to orient in different directions. It is logical that the understanding and 
proper use of research results will be done only if the sources of consumer dynamics 
are identified from the beginning. The operation of the macro-environment and micro- 
environment factors which contain the consumers, the product market and relation 
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The most important sources of dynamics within each level can be identified as follows 
(Park & Kim, 2006): 
 company  level: customers’ experiences and interactions 
 social interaction level: it concerns influences from other people and 
observational learning 
 individual level: separate life events and individual’s lifecycle 
 
At the product market level, we can mention that when consumers try a new product, 
they learn the characteristics of it by using it. As they change through learning, they 
show the importance and role of characteristics in their experience (Osinga et al, 
2010). 
In many cases, product life cycle can influence the type and speed of learning. The type 
and also the speed of learning depend most of the times on the product lifecycle. 
Especially, as products reach maturity stages, consumers have the opportunity to 
make decisions without the presence of sales support. When similar firms make offers 
giving emphasis on special characteristics, for example new material, discounts, the 
customer attention and consequently preference, also in many cases shift along these 
features. Moreover, it is believed that consumers live in an ever-changing macro 
environment consisting in this way of technological, institutional and also cultural 
norms and that is why can be considered very important the effort to understand their 
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2.3 Consumer’s Experience 
 
The consumer's intention to buy online is related in many cases to consumer history in 
terms of online shopping and has a direct influence on its consumer behaviour. In the 
context of shopping from the internet, we can mention that consumers experience is 
based on the information about the product, the type of payment, the terms of 
delivery, the provided service, the risk, security and in many cases the protection of 
personal data, the aesthetics, the navigation, the entertainment and also the 
enjoyment. When there are presented previous purchasing experiences from internet, 
resulted in satisfactory results and were evaluated positively, it is believed that the 
consumers are going to purchase online. (Hower et al, 2010).  
In addition, the consumer experience in online shopping is about user friendliness and 
the aesthetics of e-commerce websites. It can also be noted that the Website 
accessibility proved to be a factor influencing the intention for online purchases.  
Kim & Kim (2004), in their research have studied the customers who experience an 
online shopping and those who are willing to buy online. It has found that there is a 
positive correlation among these two. Other researchers believe that consumers who 
are more experienced with e-shopping, are more possible to proceed in the e-
transaction. At the same time, it has been proved that the experience in online 
shopping can reduce consumer concern about delivery or receipt issues of the product 
(Ahmadinia et al, 2015).  
Undoubtedly, it should be mentioned that customer experience play a vital role and 
can define a company’s success. Firms have used both tangible and intangible services 
to create events for consumers that will always remember. For many researchers, 
customer experience is defined as a consumer who notices and appreciates the value 
of products and also participates in the presence of an event. Over the last few 
decades, is believed that the researchers on retail marketing have taken a great 
interest in how in-store retail environments can affect the creation of consumer 
experience (Gros, 2018).  
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More recently, it is presented that because of smart technologies, there are many 
points that connect businesses with customers. Thus, it has become necessary to 
monitor the consumer experiences. Such experience can be considered very important 
in the effort to influence the consumers' preferences, which in many cases play an 
important role on consumers' purchase decisions (Durman et al, 2011). 
Moreover, many researchers believe it is very vital for retailers to have sensors and 
radio-frequency identification within their industries, capturing and analysing data, in 
order to make better decisions. (Hoyer et al, 2011). 
Retailers have the opportunity to study and evaluate different information about 
customer experience and increase their sales. Based in these data in next chapters are 
presented the methodology and the results of this research, so that can be evaluated 
the perceptions for the role of smart technology on consumer’s dynamics and 
experience. 
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Chapter 3 - METHODOLOGY  
3.1 Research Questions 
The aim of this quantitative research is twofold. The first one targets the consumers, 
their behaviour, their familiarity with e-shopping and their experience while shopping 
online. The second targets the business owners, aiming to gather information 
regarding their familiarity with e-commerce and the business experience regarding 
their online appearance. In this concept, this research is able study the shift towards e-
commerce, from both sides, the businesses and the customers.   
The main research questions regarding the customers’ side are: 
1. The frequency of shopping for both essential and non-essential products 
2. Their preference towards e-shops versus physical shops 
3. The amount of shopping from e-shops 
4. The safety of both products and payment methods, while shopping online 
5. The overall tendency of buying online versus on physical location 
6. Possible relations between the above including also their demographic 
characteristics. 
In the same contexts, the main research questions regarding business owners are: 
1. The size, in terms of assets and employees and the capacity in terms of net 
sales and visiting customers 
2. The online appearance of the business and its results 
3. The organization of stock and sales using computer programs 
4. The safety while using ERPs and selling online 
5. Possible relations between the above including also the demographic 
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3.2 Research Methods 
The above questions can be researched using descriptive statistical methods and their 
requirements are met using questionnaires. Regarding this specific research, two 
questionnaires are produced, one for each target group. Both of them contain straight 
and easy to answer questions, they do not require much time and effort to be 
completed and there is a great variety of answers, namely dichotomous, nominal – 
polytomous, ordinal – polytomous and continuous. 
 
The research was completed explicitly online, due to the Covid-19 pandemic 
restrictions and the method used was straight e-mails using Google forms, regarding 
businesses and a random sample for customers. The main restriction is that senior-
aged population could not be included in the sample, due to their inability of using 
computers, although this inability is also present regarding e-shopping. The total 
sample size regarding customers is 44, while 47 business owners responded to the 
questionnaire positively, completing the research. 
3.3 The Questionnaire 
The screening process is not present in form of questions, as the researcher presented 
before the questionnaire its requirements. More specifically, before the questions, 
there was a greeting to the possible participant, stating the aim of the research, the 
time needed to complete (3-5 minutes) and specifically for the business owners the 
necessity of having an e-shop. The warm-up questions pointed at the demographic 
characteristics for both groups and they appear at the first part of the questionnaire. 
According to Burns and Bush (2007), these questions is better to appear at the end of 
the questionnaire, as they are personal and some participants may be unwilling to 
continue, although in this case the questionnaires are anonymous. Then, both 
questionnaires contain transition questions, organized in three parts. 
 
As described above, the first part contains the demographic characteristics questions 
and it is common for both questionnaires. Specifically, it consists of four questions, 
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regarding the gender, age, monthly net salary and total wealth. Regarding customers, 
the second part of the questionnaire consists of four questions for their behaviour and 
Specifically the frequency of shopping, the frequency of non-essentials shopping, the 
percentage of non-essentials bought on discount and the preference of shopping 
during seasonal discounts. The third part consists of four questions aiming to research 
their relations with technology and specifically their preference on shopping online, 
the frequency of visiting and buying from e-shops and the proportion of non-essentials 
purchased from e-shops. Finally, the fourth part consists of four questions researching 
for the customer experience on e-shops and specifically the safety of online shopping, 
the satisfaction gained from products bought online, the ability to buy when product 
examination is not an option and the attractiveness of e-shops. 
 
Regarding the questionnaire aimed towards the business owners, the second part 
consists of four questions providing information for their business, namely the number 
of employees, the value of assets, the monthly net sales and the monthly visiting 
customers. The third part aims at gathering information about online and 
computerized processes and specifically the time having an e-shop, the volume of sales 
from that e-shop and the ability to handle stock and sales using ERPs. Finally, the 
fourth part of the questionnaire consists of four questions providing information about 
the businesses’ online appearance and specifically the safety of online transactions and 
sales, the quality of operations using ERPs, the experience using ERPs and the volume 
of customers after installation or upgrade of the e-shop. 
The full documents of the two questionnaires can be found in the Appendix. 
3.4 Analysis Methods 
 
The first tool implemented for the analysis is the descriptive statistics of means, 
standard deviation, skewness and kurtosis. The descriptive statistics first aim towards 
examining the overall tendency towards an answer. This is completed by examining 
the means and the skewness of the distribution. A mean higher or lower than the 
answer median (e.g. a mean of 3.5 in question with 5 answers, where the median is 3) 
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indicates a tendency over higher values. Then, a positive skewness indicates that the 
sample’s answers are concentrated at the right (positive) side of the mean. The 
standard deviation indicates whether there are specific variations in the answers, 
either small or large. Finally, the kurtosis indicates whether there is symmetry in the 
distributions of the answers or not (Lerche, 2012). 
 
The second tool applied is the analysis of the frequencies. This analysis can present the 
full characteristics of the sample, as it presents the frequency an object (answer) is 
selected and the proportion (in percentage) compared to the total size of the sample. 
Finally, the third tool used is the Spearman correlation (Artusi et al., 2002; de Winter et 
al., 2016), in order to find relations (correlations) between the different variables 
(questions) of each questionnaire. As both questionnaires contain various types of 
questions, as described above, Spearman correlation is the most accepted tool. The 
reason is that Pearson correlation is a valuable tool while evaluating the linear relation 
between continuous variables, but on the other hand Spearman correlation is based 
on ranked values. This means that Spearman correlation is a better tool when 
evaluating relationships involving ordinal variables and therefore used in this specific 
research. 
 
The statistical program used in this research is SPSS, which is developed by IBM. This 
program gives the ability to index the questions and the answers as variables, label the 
measure (scale, nominal or ordinal) and complete the analysis mentioned above.
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Chapter 4 – RESULTS 








The 22.7% are between 18 and 25 years old, the 15.9% range between 26 and 35 years 
old, 22.7% are aged 36 to 45 years old, 9% are 46 to 55 years old and 29.5% are older 
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Their monthly income appears to be relatively high, as 20.5% and 9.1% reported an 
income of 0-500€ and 501-1000€, respectively. 25% reported a monthly household 
income of 1001-1500€ while 45.4% is divided between those reporting 1501-2000€ 




The same results appear in terms of total wealth, as 34.1% report a value of 0-80.000€, 
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For Businesses 
 
The sample size regarding business owners’ gender is balanced, as 51.1% are males 




In terms of age, they present a seniority, as only 21.3% of them are aged from 18 to 35 
years old, 40.4% are older than 46 years old and middle-aged business owners (36 – 45 
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Their monthly household net income is lower than 1000€ for the 40.4% of the sample, 




Their wealth follows a same path, as 40.4% of them report a total wealth of less than 
80.000€, 19.1% have a wealth between 80.001 and 120.000€ and 40.4% have a wealth 
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4.1 Descriptive Statistics 
For Customers 
The following tables (Table 1a and Table 1b) present the descriptive statistics regarding 
the answers of customers. Questions (variables) appear with their number for brevity. 
Table 1a. Descriptive statistics for customers 
 
Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 
N Valid 44 44 44 44 44 44 44 44 
Missing 0 0 0 0 0 0 0 0 
Mean 1,48 3,07 3,18 3,14 2,95 3,02 2,73 1,64 
Std. 
Deviation 
,505 1,546 1,435 1,456 1,180 1,320 1,387 ,487 














Table 1b. Descriptive statistics for customers (continued) 
  
Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 
N Valid 44 44 44 44 44 44 44 44 
Missing 0 0 0 0 0 0 0 0 
Mean 1,43 3,18 3,11 3,18 5,52 5,32 2,75 2,95 
Std. 
Deviation 
,501 1,451 1,224 1,334 2,961 2,955 1,400 1,413 
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The results regarding descriptive statistics for customers show that the sample size is 
44 people, that all of them answered the complete questionnaire, as there are now 
missing values. The mean and standard deviation present a normal distribution, as 
almost all answers appear to have a mean close to the median value of questions and 
the standard deviation is low. The skewness is close to zero for almost all questions, 
with an exception to questions 3, 4, 8 and 9. Finally, the kurtosis is close to -1, with an 
exception to questions 1, 2, 8 and 9, that is lower, meaning that almost all answers 
follow a normal distribution. 
 
For Businesses 
The following tables (Table 2a and Table 2b) present the descriptive statistics regarding 
the answers of business owners. Questions (variables) appear with their number for 
brevity. 
Table 2a. Descriptive statistics for businesses 
 
Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 
N Valid 47 47 47 47 47 47 47 47 
Missing 0 0 0 0 0 0 0 0 
Mean 1,49 3,34 3,17 2,98 2,74 2,89 3,13 3,02 
Std. 
Deviation 
,505 1,166 1,479 1,391 1,276 1,387 1,424 1,661 
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Table 2b. Descriptive statistics for businesses (continued)  
  
Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 
N Valid 47 47 47 47 47 47 47 47 
Missing 0 0 0 0 0 0 0 0 
Mean 3,34 2,98 5,51 5,51 5,43 2,74 2,49 3,94 
Std. 
Deviation 
1,449 1,482 2,835 2,835 2,872 1,452 1,397 ,818 
















The results regarding descriptive statistics for business owners present a sample size is 
47 people, that all of them answered the complete questionnaire, as there are now 
missing values. The mean and standard deviation present a normal distribution, as 
almost all answers appear to have a mean close to the median value of questions and 
the standard deviation is low. The exception is question 16, which has a very high 
mean, close to 4 and a low standard deviation. The skewness is close to zero for almost 
all questions, with an exception to questions 9, 14 and 15. From the other hand, the 
kurtosis is significantly different than -1, in almost all cases, indicating that there is 
asymmetry in the answers of questions.  
4.2 Frequencies 
For Customers 
Regarding their behaviour, only 13.6% of them visit a shop every day, while 31.8% visit 
a shop twice a week. A high percentage of 25% is also visiting a shop once a week, 
while 9.1% answered that they shop less often. 29.5% buy non-essentials at least twice 
a month, while 38.6% answered they do so once a month. 13.6% and 18.2% purchase 
nonessential products every two months and less often, respectively. The vast majority 
of the sample (54.6%) reported that they purchase at least 41% of the total non-
essentials on discount, while on the contrary, 27.3% buy 0-20% of non-essentials on 
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discount. Generally, the sample answered at a rate of 63.6% that they do not prefer 
shopping during the seasonal discount period. 
 
Regarding their familiarity with electronic shops, 56.8% report they prefer e-shops 
compared to the physical shops. 40.9% answered that they visit e-shop websites at 
least every other day, while 27.3% reported that they do so less often than once a 
week. In terms of purchases from e-shops, the respondents at a level of 70.5% report 
that they buy products at once a month or less often, while only 13.6% do so at least 
once a week. As reported by the sample 0-40% of the non-essentials they buy are 
purchased from e-shops at a rate of 29.5%, while 22.7% report they purchase at least 
the 81% of non-essentials from e-shops. 
 
In terms of security against fraudulent actions, 31.1% of the responded feel low level 
of security (Q13, answers 1 to 3), while shopping online, 20.4% indicate a mid-level of 
security (Q13, answers 4 to 6), while the 36.4% indicate a high sense of security (Q13, 
answers 7 to 9). Regarding their satisfaction from the products they purchase, the 
answers are almost split, as 40.9% report absence of satisfaction (Q14, answers 1 to 4), 
while 47.6% report satisfaction (Q14, answers 6 to 10). The 50% of the sample does 
not find it hard to shop online, while only 31.8% do so, as they cannot examine the 
product they want to purchase. Finally, 38.6% does not find the e-shops’ prices 




In terms of the company size, the vast majority (70.2%) reports maximum personnel of 
30 people, 21.3% have 31-40 employees and only 8.5% employ more than 41 people. 
Regarding their assets, 66% of the companies in the sample have a size of less than 
450.000€ in asset value, and 34% is split between 450001-800000€ and those who 
report more than 800.001€ in assets. The 14.9% of business owners report a net sales 
volume of 1-5000€ per month, 25.5% sale between 5000 and 10.000€, 14.9% report 
net sales between 10.001€ and 20.000€, while 44.7% report net sales of more than 
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20.001€. The average visiting customers are more than 1001 per month for the 59.6% 
of the businesses in the sample. 
  
Regarding the existence of an e-shop, 14.9% of the sample report an e-shop for less 
than 1 year, while the same percentage appears also for those who operate online for 
2 and 4 years. Those operating online for 3 years represent the 23.4% of the sample, 
while 31.9% of the sample operates an e-shop for 5 years or more. 59.6% of the index 
reports at least 45% of revenue coming from the e-shop, while 21.3% reports a 
revenue of more than 61% from this resource. 44.7% of the index present difficulty in 
stock management using an ERP, while only 12.8% of them present complete difficulty. 
On the other hand, 55.3% is confident using ERPs for stock management. Almost the 
same results are presented in the ability to manage online sales, as 44.7% present 
difficulty and 55.3% present ease of use.  
 
Regarding safety from fraudulent actions, 40.4% of the index feels unsafe, while 36.2 
feels safe. In terms of operating using ERPs, the 53.2% of the sample does not operate 
better, while the 38.3% does and the 8.5% neither agrees nor disagrees. Regarding the 
ease of use of the ERPs, 61.7% reports that they find them difficult and 27.7% of the 
sample finds them easy. Finally, the vast majority of business owners (63.8%) reports 
an increase at the number of customers after the e-shop installation or upgrade.  
4.3 Correlations 
For Customers 
Table 3, below, presents the Spearman correlation results for the customers’ 
questionnaire. For brevity, only the statistically significant results are presented 
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Table 3. Spearman correlations for customers 
  Q3 Q4 Q6 Q9 Q11 Q12 Q14 
Q1 Correlation 
Coefficient 
,231 ,179 ,134 ,086 ,320* ,138 -,025 
Sig. (2-
tailed) 
,131 ,244 ,386 ,581 ,034 ,371 ,871 







-,238 ,071 -,347* -,338* ,095 
Sig. (2-
tailed) 
,003 ,000 ,120 ,649 ,021 ,025 ,539 
N 44 44 44 44 44 44 44 
Q3 Correlation 
Coefficient 
  ,787** ,683** -,180 ,581** ,754** -,109 
Sig. (2-
tailed) 
  ,000 ,000 ,243 ,000 ,000 ,480 
N   44 44 44 44 44 44 
Q4 Correlation 
Coefficient 
    ,425** -
,307* 
,341* ,458** -,047 
Sig. (2-
tailed) 
    ,004 ,043 ,023 ,002 ,762 
N     44 44 44 44 44 
Q6 Correlation 
Coefficient 
      -,103 ,559** ,728** -,042 
Sig. (2-
tailed) 
      ,505 ,000 ,000 ,785 
N       44 44 44 44 
Q8 Correlation 
Coefficient 




      ,052 ,161 ,264 ,043 
N       44 44 44 44 
Q11 Correlation 
Coefficient 
          ,622** -,036 
Sig. (2-
tailed) 
          ,000 ,815 
N           44 44 
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As presented in Table 3, there are several statistically significant correlations. 
Specifically: 
 The gender presents a positive correlation with the frequency of shopping 
online. 
 The age presents negative correlations with monthly income, total wealth, 
frequency of online shopping and the amount of non-essentials purchased 
online. 
 The monthly net salary presents positive correlations with total wealth, 
frequency of buying non-essentials, frequency of online shopping and the 
amount of non-essentials purchased online. 
 Total wealth presents positive correlations with frequency of buying non-
essentials, frequency of online shopping and the amount of non-essentials 
purchased online and negative correlation with preference of e-shops. 
 The frequency of buying non-essentials presents positive correlations with 
frequency of online shopping and the amount of non-essentials purchased 
online. 
 The preference of shopping during the seasonal discount period presents 
negative correlation with the satisfaction from buying products online. 
 The frequency of buying online presents positive correlation with the amount 
of non-essentials purchased online. 
 
For Businesses 
Table 4, below, presents the Spearman correlation results for the business owners’ 
questionnaire. For brevity, only the statistically significant results are presented 
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Table 4. Spearman correlations for business owners 
  Q4 Q5 Q6 Q7 Q8 Q10 Q13 Q14 Q15 
Q1 Correlation 
Coefficient 





,356 ,830 ,940 ,991 ,649 ,379 ,028 ,025 ,186 
N 47 47 47 47 47 47 47 47 47 
Q3 Correlation 
Coefficient 
,795** ,747** ,814** ,771** ,744** ,250 -,163 ,043 ,000 
Sig. (2-
tailed) 
,000 ,000 ,000 ,000 ,000 ,090 ,273 ,776 ,998 
N 47 47 47 47 47 47 47 47 47 
Q4 Correlation 
Coefficient 
  ,726** ,732** ,685** ,699** ,285 -,119 ,022 -,030 
Sig. (2-
tailed) 
  ,000 ,000 ,000 ,000 ,052 ,425 ,881 ,839 
N   47 47 47 47 47 47 47 47 
Q5 Correlation 
Coefficient 
    ,738** ,768** ,819** ,212 -,008 ,005 -,018 
Sig. (2-
tailed) 
    ,000 ,000 ,000 ,153 ,959 ,975 ,904 
N     47 47 47 47 47 47 47 
Q6 Correlation 
Coefficient 
      ,786** ,784** ,246 -,129 ,051 ,050 
Sig. (2-
tailed) 
      ,000 ,000 ,095 ,387 ,732 ,738 
N       47 47 47 47 47 47 
Q7 Correlation 
Coefficient 
        ,740** ,298* -,055 -,025 -,135 
Sig. (2-
tailed) 
        ,000 ,042 ,711 ,870 ,364 
N         47 47 47 47 47 
Q14 Correlation 
Coefficient 
                ,777** 
Sig. (2-
tailed) 
                ,000 
N                 47 
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As presented in Table 4, there are several statistically significant correlations. 
Specifically: 
 The gender presents negative correlation with the sense of safety over 
fraudulent actions and positive correlation with better operation when using 
ERPs 
 The monthly net salary presents positive correlations with total wealth, 
business personnel, assets value, average monthly net sales and average 
visiting customers per month. 
 The total wealth presents positive correlations with business personnel, assets 
value, average monthly net sales and average visiting customers per month. 
 The business personnel presents positive correlations with assets value, 
average monthly net sales and average visiting customers per month. 
 The assets value presents positive correlations with average monthly net sales 
and average visiting customers per month. 
 The average monthly net sales presents positive correlation with average 
visiting customers per month and the volume of sales from the e-shop. 
 The better operation when using ERPs presents positive correlation with the 
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CONCLUSIONS 
The quantitative research presented above, appears to be valuable in order to 
understand both customers and businesses. The most valuable results are outcomes of 
the correlations with respect to the frequencies. 
  
Regarding customers, it seems that when people want to buy essential items, such as, 
food for their everyday needs prefer to buy them from physical shops. On the other 
hand, customers who purchase non-essentials, more often tend to consume from e-
shops. It is a fact that on the internet everyone can search, there is a big variety of 
shops and consumers have the opportunity to compare the products which they want 
to buy. Also, the prices on the e-shops are usually lower than physical shops. In 
addition, it is noticed that a big number of young people visit e-shops, but they do not 
proceed to purchases due to their low monthly income. Furthermore, it seems that 
people enjoy it more to shop during normal periods than the seasonal discount period 
and also the satisfaction is less, as presented in the correlations. Moreover, it is 
significant that a high number of middle-aged customers do not feel safe while 
shopping online and about electronic payment method. This group of people are not 
familiar with the technology and e-services compare to younger generations and as a 
consequence, they feel insecure about it. They enjoy more physical stores because 
they can observe the elements of a product, quality or try on them, there is always a 
salesperson to assist them and they feel safe regarding payments. In general, there is 
an overall tendency of buying online compared to the physical shops, which is normal 
because online shopping, offers to customers all types of products which can buy 
without leaving their home thus, saving valuable time. Finally, the customer 
experience in online shopping is about user friendliness and the aesthetics of e-
commerce websites.      
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Concerning businesses, the majority of them appears to state the presence of an e-
shop. As it was mentioned, most customers use the internet for shopping. Thus, 
businesses have come to understand the radical change that technology has brought 
to the markets and that more and more consumers are buying from e-shops and it 
seems from the research that most of them has adapted to the needs of the market. 
Moreover, the assets value presents positive correlations with average monthly net 
sales and average vising customers per month. From the merchant’s point of you, this 
increases the number of orders they receive. Also, the presence of an e-shop is 
boosting both the total visiting customers and the volume of sales, which means that 
online businesses have higher monthly net sales. Inventory management is one of the 
most integral part of all companies, where the right goods are in the right quantity for 
sale and always on time. In our days, ERP systems have evolved to an important 
extent. All daily company operations, sales and the management of stock have now 
being automated due to these new systems. Daily business processes become faster 
resulting in automation and increased productivity. Using E.R.P systems reduces errors 
and delays resulting in products reaching faster to customers. Most businesses in this 
research, consist of a small number of personnel, which explains the fact that the 
majority of the business owners reported that they find difficult while using ERPs 
programs. However, it seems that they have understood all the advantages that are 
offered by these programs and they use them with confidence for stock management 
and online sales. We need to mention that ERPs can boost the operations of sales, 
which is very important, as businesses can benefit from these programs, in order to 
increase their sales’ volume. Finally, the majority of the business owners, mentioned 
that there were an increase at the number of customers after the e-shop installation 
or upgrade and their bigger amount of their revenue coming from the e-shop.  
 
A further research could be to understand the management and marketing strategies, 
which can increase the customer experience. Researchers maybe through descriptive 
research, should find ways how to associate consumer dynamics and customer 
experience with retail strategies and retail performance measures, which will probably 
help businesses to gain more customers. Thus, a future academic research on how to 
build a favourable customer experience is critical to the sustained growth of any 
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company. In addition, according to our research most business owners find the use of 
ERPs systems difficult but they find them very helpful regarding stock management 
and online sales. A future study why they struggle to use these systems and how they 
can find easier ways to use them, in order to leverage all the advantages that are 
offered by ERPs programs, would be very important. Companies would be benefited as 
to satisfy more their customer needs and expectations and also to have a better 
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APPENDIX 
1. Questionnaire for customers 
A. Demographics  
1. Gender 
 i. Male   ii. Female 
 
2. Age 
 i. 18-25   ii. 26-35   iii.36-45   iv. 46-55   v. 56+ 
 
3. Monthly net income (household, in €) 
 i. 0-500   ii. 501-1000   iii. 1001-1500   iv. 1501-2000   v. 2001+ 
 
4. Total wealth (household, in €) 
 i. 0-40.000   ii. 40.001-80.000   iii. 80.001-120.000   iv. 120.001-160.000   v. 160.001+ 
 
B. Customer Behavior  
5. How often do you visit a shop? 
 i. Every Day   ii. Every other day   iii. Twice a week   iv. Once a week   v. Less often  
 
6. How often do you buy non-essentials? 
 i. At least once a week   ii. Twice a month   iii. Once a month   iv. Every two months   v. 
Less often 
 
7. What amount of non-essentials that you buy is on discount? 
 i. 0-20%   ii. 21-40%   iii. 41-60%   iv. 61-80%   v. 81-100% 
 
8. Do you prefer shopping more during the seasonal discount period? 
i. Yes   ii. No 
 
 
C. Customers and Technology 
9. Do you prefer e-shops versus physical location shops? 
 i. Yes   ii. No 
 
10. How often do you visit e-shops websites? 
i. Every Day   ii. Every other day   iii. Twice a week   iv. Once a week   v. Less often 
 
11. How often do you buy from e-shops? 
i. At least once a week   ii. Twice a month   iii. Once a month   iv. Every two months   v. 
Less often 
 
12. What amount of non-essentials do you buy from e-shops compared to your total 
purchases? 
i. 0-20%   ii. 21-40%   iii. 41-60%   iv. 61-80%   v. 81-100% 
  -48- 
 
D. Customer Experience 
In the following two questions, please write the answer that best describes you. 
13. In a scale of 1 to 10, with 1 representing total unsafety and 10 representing total 
safety, how safe do you feel safety against fraudulent actions, while shopping online? 
_______ 
 
14. In a scale of 1 to 10, with 1 representing total unsatisfaction and 10 representing 
total satisfaction, how satisfied are you on average with the products that you buy 
online, compared to those purchased on a physical shop? 
______ 
 
In the following two questions, please indicate the level of agreement for each 
preposition. 
15. On average, I find it hard to buy online, as products cannot be examined. 
i. Totally disagree ii. Disagree iii. Neither Agree nor Disagree   iv. Agree   v. Totally 
Agree 
 
16. On average, I find prices more attractive on e-shops than on physical shops. 




2. Questionnaire for businesses/business owners 
 
A. Demographics  
1. Gender 
 i. Male   ii. Female 
 
2. Age 
 i. 18-25   ii. 26-35   iii.36-45   iv. 46-55   v. 56+ 
 
3. Monthly net income (household, in €) 
 i. 0-500   ii. 501-1000   iii. 1001-1500   iv. 1501-2000   v. 2001+ 
 
4. Total wealth (household, in €) 
 i. 0-40.000   ii. 40.001-80.000   iii. 80.001-120.000   iv. 120.001-160.000   v. 160.001+ 
 
B. Business information  
5. Business Personnel 
i. 1-10   ii. 11-20   iii. 21-30   iv. 31-40   v. 41+ 
 
6. Assets Value (in €) 
i. 1-50.000   ii. 50.001-200.000   iii. 200.001-450.000   iv. 450.001-800.000   v. 800.001+ 
 
7. Average monthly net sales (in €) 
i. 1-5.000   ii. 5.001-10.000   iii. 10.001-20.000   iv. 20.001-30.000   v. 30.001+ 
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8. Average visiting customers per month 




C. Business and eCommerce 
9. How long do you have an e-shop? 
i. 1 year or less  ii. 2 years    iii. 3 years   iv. 4 years   v. 5 years or more  
 
10. What is the average volume of sales from the e-shop compared to the total sales 
(before the Covid-19 crisis)? 
i. 0-15%   ii. 16-30%   iii. 31-45%   iv. 46-60%   v. 61%+ 
 
In the following three questions, please write the answer that best describes your 
business. 
11. In a scale of 1 to 10, with 1 representing total absence of ease and 10 representing 
total ease, how easy is it to organize your stock? 
______ 
 
12. In a scale of 1 to 10, with 1 representing total absence of ease and 10 representing 
total ease, how easy is it to organize online sales? 
______ 
 
D. Business online experience 
13. In a scale of 1 to 10, with 1 representing total unsafety and 10 representing total 
safety, how safe do you feel against fraudulent actions, while operating the e-shop? 
_______ 
 
In the following questions, please indicate the level of agreement for each preposition. 
14. My business is operating better using ERPs 
i. Totally disagree   ii. Disagree   iii. Neither Agree nor Disagree   iv. Agree   v. Totally 
Agree 
 
15. It is easier to operate sales using ERPs 
i. Totally disagree   ii. Disagree   iii. Neither Agree nor Disagree   iv. Agree   v. Totally 
Agree 
 
16. The total number of customers improving after e-shop installation/upgrades 
i. Totally disagree   ii. Disagree   iii. Neither Agree nor Disagree   iv. Agree   v. Totally 
Agree 
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